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Online shopping is more and more popular with the development of internet 
technology. Online shopping has grown rapidly in China. When navigating the 
commercial website, consumers will have an urge to buy things impulsively. They 
will unconsciously buy so many items that are unplanned to buy. 
Previous study shows that consumers will be more impulsive in online 
environment than in traditional environment. What drives consumers to buy 
impulsively? It is the pleasure experience not the merchandise itself. For Business to 
Consumer electronic commercial enterprises, if they could identify the factors that 
influence impulse buying, it will have great help to promote the sales. 
This dissertation studies the influence of website interactivity and vividness on 
the impulse buying behavior from the perspective of flow experience. Besides that, it 
reveals the mechanism of website interactivity and vividness on impulse buying. All 
of these not only enrich the theory of online impulse buying, but also provide 
meaningful suggestion to the electronic commercial enterprises. 
The study constructs the theoretical framework based on literature review and 
deep interview of consumers, adapts questionnaire to collect data, testifies the 
hypothesis by hierarchical regression and dominance analysis. It comes to the 
following conclusions: 
Firstly, website interactivity and vividness have the significant positive influence 
on buying impulse. Meanwhile, flow experience fully mediates the relationship 
between website interactivity and vividness. Besides that, consumer’s individual trait， 
impulse buying trait， negatively moderates the relationship between flow experiece 
and buying impulse, such that flow experience is less positively related to buying 
impulse when impulse buying trait is high rather than low. And impulse buying trait 
negatively moderates the indirect effects of website interactivity and vividness on 
buying impulse via flow experience, such that the indirect effect is weaker when 
impulse buying trait is high rather than low. 
Secondly, taking the four dimensions of flow experience into account，they are 
control, attention, curiosity and pleasure. Curiosity and pleasure fully mediate the 















Individual impulse buying trait negatively moderates the relationship between control 
and attention and buying impulse. And impulse buying trait negatively moderates the 
indirect effects of website interactivity and vividness on buying impulse via control 
and attention. 
Thirdly, when forecasting buying impulse, website vividness is more important 
than website interactivity. And when forecasts flow experience, website vividness is 
more important too.  
When forecasting buying impulse, the dimension of flow experience pleasure is 
the most important one. 
The study not only enriches the theory of online impulse buying, but also 
provides meaningful suggestions to the electronic commercial enterprises. At last, the 
limitation of the study and future research are discussed.  
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